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A Study of Activity's Values and Marketing Mix for Sport Camp
of Mandatory School

Ho Chi Rei

Abstract

The purpose of this study is how to make an ideal marketing mix for sport camps
in mandatory school. At recently, the advance of holidays’ sport camp is a very
important policy in country’s ministry of education and sport. But the quality of the
action of camps was not uniform. May be the parents had cost much money but reaped
a faulty experience. If the host of sport camp has the skills of sport management and
marketing knowledge, the consumer of sport camp will be ample to make a wonderful
experience by choosing a nice program.

By the coming of knowledge economic period, the professional personnel of
physical education have to learn for the ability of programming of sport marketing.
It’s very useful to popularize sports activities in school. In this study case, the
researcher has based on self-experience with content analysis and provided six
methods for perfecting sport camp's activities: 1. To arrange the introducing activities
of sport camp to normal curriculum for physical education. 2. To choose the suitable
sport items for school and community to development. 3. To hold the lessons of
practice learning for marketing in school. 4. To establish the volunteer organization of
student parent to support camp's preparing work. 5. To make the plans of a year to
reduce the capital of camps. 6. To depend on the ability and the degree of difficulties

of teaching material to hold a sport camp by phasing model.

Keywords: Sport Camp, Sport Marketing, Marketing Mix
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